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“Saving
thousands on
payments every
CELE 1 ELGER:
big difference.”

- Travis H., Grain & Hay Producer, NE

Nobody delivers ag-friendly financing
terms like AgDirecte.

More than competitive rates, AgDirect
delivers a broad selection of financing
options, including flexible repayment terms
and payment schedules that align with your
customer’s cash flow streams. That means
AgDirect can help get your customers the
equipment they want and save the working
capital they need.

©® Aslow as $0 down®

@ No prepayment penalties™
Financing terms from 2-7 years’
&3 Delayed payments up to 15 months’
Bs Easy applications

@ Fast credit decisions

AgDirect.

‘Subject to approval. “Excludes leases over $500,000. AgDirect is
an equipment financing program offered by Farm Credit Services
of America and other lenders, including participating Farm Credit
System Institutions
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NAEDA:

No Paper Tiger

By KIPP MCGUIRE,

DIRECTOR OF GOVERNMENT AFFAIRS, NAEDA

arch 28th through 30th,

NAEDA members converged

in Washington, D.C., for the
association’s first federal (U.S.)
fly-in. It was a resounding success,
with 22 dealers from 15 states
registered for the event.

It was a promising move forward in NAE-
DA’s core function of Advocacy — one of the
three pillars of the association’s mission to Ad-
vocate, Elevate, and Educate.

The primary goal for any association’s fly-
in is to get its members in front of elected offi-
cials for policy discussions. Though, they serve
another critical purpose: to show the associa-
tion is nota “Paper Tiger.” Before we get more
into this subject, let’s quickly review what par-
ticipants at the fly-in did with their roughly 48
hoursin D.C.

Over the course of their day on Capitol
Hill, dealers engaged with 27 congressional
members and their staff — just shy of five per-
cent of Congress, not bad for a day’s work.

Overall, these meetings included six Sen-
atorsand 21 Representatives, counting two of
the “four corners” of the Ag Committees —
Ranking Member of the Senate Committee,
John Boozman (AR) and Chair of the House
Committee, Glen “GT” Thompson (PA-15).
Both of whom were speakers before the entire
NAEDA delegation. Rep. Thompson spoke to
the group during a lunch at the prestigious
Capitol Hill Club, and Sen. Boozman joined
the group for their closing dinner at the Wes-
tin, Downtown D.C.

The predominate topic for dealers was
Right to Repair. Most of the offices and mem-
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The primary goal for any association’s fly-in is to get its members in front
of elected officials for policy discussions. Though, they serve another
critical purpose: to show the association is not a “Paper Tiger.”

bers had a rudimentary understanding of the
issue already, and most felt it was not a priori-
ty norwould it be in the near future. However,
a few dealers were surprised to find that their
elected officials, whom they thought would
be in opposition, had questions about the is-
sue and had heard from advocates.

None of these discussions were cause for
alarm, but the dealers involved said it high-
lights the need for active engagementand par-
ticipation at both the state and federal levels to
frame the issue and provide the facts for un-
derstanding it.

Participants attended meetings in groups
of two to five, arranged by their geographic
locations. To give everyone a chance to get to
know one another better, a reception was held
the night before the day on the Hill at the his-
toric Old Ebbitt Grill — touted as D.C.s old-
est Saloon.

Following the Hill Day, participants were
bussed 30 minutes south of D.C. for break-
fast and a private tour of George Washing-
ton’s Mount Vernon Estate. Upon their return
to the hotel, the fly-in itinerary officially con-
cluded.

Now, back to the point of not being a “pa-
per tiger.” This is a Chinese phrase that refer-
ences something that claims or appears to be
powerful but is actually ineffectual or power-
less. An example often cited in recent years was
the Afghan Army. On paper, an army existed
and was equipped, but when it came time to

fight, no one showed up — it was a paper tiger.

During the fly-in a dealer asked, “How do
you get above the noise?” Referring to how
busy the halls of Congress are and how dif-
ficult it must be to leave a lasting impression
with offices constantly barraged by informa-
tion. The answer is, by proving you are not a
paper tiger.

Any lobbyist can meet with a member’s
office and give them stats on the number of
people they represent and how good or bad a
certain policy will be for each of those individ-
uals. Itis exceedingly difficult for elected offi-
cials to determine if a lobbyist represents their
constituents on these discussions alone. NAE-
DA’s voice would indeed be lost in the noise
if this were the extent of our interaction with
legislators. In their minds, we would be an as-
sociation 0f 4,500 dealers that simply exist on
paper — we would be a paper tiger.

Dealers participating are what make the
difference. Those who came to the fly-in not
only had the chance to talk policy with their
elected representatives, but they sent an im-
portant message — “NAEDA members are ac-
tion takers.”

A dealer’s presence means they committed
time and money to be there, and legislators
fully understand that. If someone is willing to
come all the way to the
Capitol, it is a strong
indicator they are also
participating in all oth-

KIPP McGUIRE is the director of government affairs for NAEDA. He comes from the consulting world, where he was an advisor to the U.S. Navy's Commander
of Pacific Fleet as a member of the Commander’s Action Group and Government Affairs and Outreach teams. Prior to his time as a consultant, he was an Advance
Officer for the Office of the Secretary of Defense, which took him across the globe coordinating nation-to-nation engagements. He has extensive experience in
the legislative and policy fields, and has previously worked for state and federal legislators, as well as an advisor on several political campaigns. His military
service includes five years enlisted with the Marine Corps and is presently an Intelligence Officer with the Navy Reserves. He has degrees from the University

of Montana and the Institute of World Politics.
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KIPP McGUIRE is the
director of government
affairs for NAEDA.
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Dealers participating are what
make the difference. Those who
came to the fly-in not only had
the chance to talk policy with
their elected representatives,
but they sent an important
message - “NAEDA members
are action takers.”

NAEDA Members and Staff on a tour of the U.S.
Capitol Building hosted by Rep. Ryan Zinke (MT-1)

er aspects of the political and policy process.

According to Pew Research Center, the
average voter turnout in the last three mid-
term elections was only 43 percent of eligible
voters. So, when NAEDA requests a meet-
ing with legislators and says thata small busi-
ness owner from that official’s district is com-
ing for the meeting, it is in their best interest
to listen to an active constituent. This non-
verbalized messaging benefits the association

NAEDA Members Ivan Dorhout and Steve Hunt meeting with Rep. James Comer (KY-1),
joined by NAEDA Staff, Kipp McGuire and Michael Piercy.

Chair of the House Committee, Glen “GT” Thompson

(PA-15) speaks to NAEDA's delegation during a
lunch at the prestigious Capitol Hill Club.

staff as well. In those official’s minds, NAE-
DA is no longer just another group vying for
attention, but the organization represents ac-
tive constituents in their district.

In short, dealer participation gives NAE-
DA credibility with elected officials, which
leads to the understanding that NAEDA is
not a paper tiger. Our members are doers.

In closing, thank you to all the dealers
who have participated in NAEDA events.

NAEDA Member Matthew Cox of Hoxie, AR with
his senator, and Ranking Member of the Senate
Ag Committee, John Boozman (AR). Sen. Boozman
was the keynote speaker at the closing dinner of
the 2023 D.C. Fly-In. EI0

Whether it be at conferences, testifying
on legislation, hosting dealer demonstra-
tions, the D.C. fly-in, or any other way -
NAEDA deeply appreciates your time and
help in Advocating, Educating, and Elevat-
ing the equipment dealership industry. We
look forward to building on this inaugural
event’s success and hope to see you next year.
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“It's the
Economy,
Stupid.”

by BRAD WALL

am often asked at

conferences and in casual

conversation what | think
is the most important thing
that any citizen, business or
trade association can ask of
those asking for their vote or
political support.

In response, I often quote the brief remind-
er note that former Clinton political strategist
James Carville famously gave to his candidate,
Bill Clinton, in the run-up to the 1992 Presi-
dential election.

“It’s the economy, stupid.”

I may not agree on all policy matters with
Mr. Carville, but he was right about this, and
the contents of his note are as true today as
ever.

In North American democracies, the econ-
omy, and the taxes that the economy can sup-
port pay for every single public good. Every
safety net, every farm support program, roads,
schools, etc., etc..... have as their source of sup-
port - the economy.

Even for those public goods that receive
private AND public support - the economy
must provide that too.

Policies that help facilitate a strong econ-
omy must be the number one priority, or as I
used to refer to it when I was in government,
the North Star of any government that wants
to leave things better than they found them.

Is your political priority lower taxes? Do
you want more infrastructure spending than
is currently happening in your jurisdiction? A
growing economy is going to be needed to sup-
port that spending within a fiscally probative
and long-term plan. A growing economy will
help avoid deficit financing to achieve this.

Do you want more education support?
Well, given budget constraint, the surest way

:
=

POLICIES THAT HELP FACILITATE A STRONG ECONOMY
MUST BE THE NUMBER ONE PRIORITY.

to be able to afford increased education spend-
ing is - you guessed it - a growing economy
and the increased tax revenue (without tax rate
hikes) that comes with it.

In North American
democracies, the
economy, and the taxes
that the economy can
support pay for every
single public good. Every
safety net, every farm
support program, roads,
schools, etc., etc....

have as their source of
support - the economy.

All of this seems quite obvious, perhaps.
Surely, North American governments are fo-
cused on the economy first. Are they?

Culture wars, identity politics and the pro-
gram spending that is the reverse end of an
economy-first approach seems to be dominat-
ing government and political priorities on all
sides of the spectrum.

Sure, we have specific industry-related is-
sues we need to continue to bring forward to
regulators and governments. But as individu-

als, we can advocate for the common sense of
an economy-first approach to all levels of gov-
ernment and policy. NAEDA is uniquely po-
sitioned with its very effective government re-
lations and engagement program at the local,
state, provincial and federal levels to help re-
mind legislators of this basic fact.

We can remind candidates and sitting pol-
iticians of Carville’s message to his candidate.

During my last weeks in office, while the
party was selecting a new leader, I asked fora
sign to be installed above the door to the cab-
inet room that we exited after each meeting.

It asked then and still asks, “Did you leave
things better than you found them?”

It is an interesting exercise to think about
the answer to that question every now and
then. When I do, and when I can answer in
the affirmative it is usually because of some ac-
tion or decision we took in government that
cost money. Taxpayers’ money that was avail-
able and proffered on the strength of a grow-
ing economy.

“It’s the economy, stupid.” [T

BRAD WALL was the 14th
Premier of Saskatchewan,

BRAD WALL was the 14th Premier of Saskatchewan. He is the Principal of Flying W Consulting,
a partner in the CW Cattle Co. Ltd, and serves on various private, public, and non-profit boards.
He is an advisor to the North American Equipment Dealers Association and moderated a panel
discussion at the NADC conference in Nashville, TN, November 15-17, 2022.
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andis an advisor to the
North American Equipment
Dealers Association.




3

o

401

Scan to
talk tires

TIRE AND WHEEL
SOLUTIONS FOR
AGRICULTURE

Thereisn't a more vastinventory in North America
dedicated to helping dealers move more iron.
Leverage over 250,000 square feet of inventory to
solve any problem a grower may have.

www.axontire.com
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DEDICATED TO HELPING YOU

WHY WE ARE HERE.

This company was started almost 100 years ago out of
a passion for keeping agriculture moving. It's that same
passion that drives us today.

With a vision for a better experience for both farmers and
dealers, we set out to create a better way to move more iron.

FOUR PILLARS OF BUSINESS

AXON has four key pillars that differentiate us as the best tire
and wheel option for dealers across North America.

__ 0 KNOWLEDGE 9 SERVICE Q INVENTORY @ SOLUTIONS

Like you, AXON has

a legacy spanning
generations in supporting
the agriculture industry.
We support more than
750 dealers annually but,
most importantly, help
those dealers move

more iron.

When you work with
AXON, you will have
a dedicated solutions
consultant. We think
Cory Pennington

at Sydenstricker
Implement said it
best, “They’re never
more than a text,
email or phone call
away. AXON helps
us become more
efficient.”

There isn't a more vast
inventory in the country
dedicated to helping

dealers move more iron.

Leverage our 230,000
square feet of inventory
to solve any problem a
grower may have.

We will never push
products, but we

will always solve
problems. Think of us
as a trusted advisor
helping to improve
your bottom line.

—@ @ @ @ @ L L L @ @ L4 @

WHEN YOU PARTNER WITH US

When you partner with us you immediately gain access to a
full range of products and solutions designed to meet today's
growers' complex needs. We carry all major brands and sizes of
tires, wheels, and tracks. From custom colors and sizes to fully
customized wheels, you can have the solution for virtually any
problem your customer is trying to solve.

Firestone

7
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COMPETITIVE ADVANTAGE
TO HELP YOU SELL EQUIPMENT

Whether you represent the sales, parts, or management department of an
implement dealership, there's a surprising amount of complexity when it comes
to ag tire, wheel, and track technology - let AXON worry about that so you can get
back to supporting your customers.

SUBMIT. SOLVE. SELECT.

Common Problems We Can Help You
Solve for Your Customers...

TRACTOR SOLUTIONS

With AXON as your guide, feel confident in selling products perfectly suited to your customer’s
unique applications. From narrow-row specialty tire and wheel combinations to large flotation
options, we'll help you move more iron.

SPECIALTY CROP SOLUTIONS

With offices throughout the Midwest, Texas, and California, leverage our experience in helping
growers of all kinds. From almond orchards to vineyards and more, we can help you move even
the most unconventional machinery.

SPRAYER & SPREADER SOLUTIONS

When it comes to today's large chemical applicators, the right tire and wheel solution can make
all the difference. Our industry-leading inventory and product knowledge can help grow your
bottom line.

HARVEST SOLUTIONS

Our solution experts can help you solve various harvest problems, from grain cart flotation,
single and dual float packages, and specialty tread setups for sidehills. As these machines get
bigger and heavier, the right tire and wheel setup had never been more important.

MOVE OUR GOAL? MAKE YOUR
CUSTOMERS HAPPY.

M o R E VISIT AXONTIRE.COM
) CALL - -
l R (. N EMAIL ::I?a:(;g;:r?taire.com
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Join the North American Equipment Dealers Association team and other

like-minded equipment dealers as they work together to find greater success

at the 2024 North American Dealer Conference, held at the Renaissance Dallas
Hotel from January 29-31in Dallas, Texas.

Successful dealers all have one thing in common - they want to continue to grow
their knowledge to expand their dealerships to greater heights.

Take on the intensive two days of learning and networking by diving into topics related
to U.S. and Canadian legislation, culture, leadership, and department success.

Learn from knowledgeable and renowned speakers including our keynote speaker, Matt
Mayberry, Wall Street Journal bestselling author.

Get out of your every day. Learn. Connect. Unlock the full potential of your
GROWTH ENGINE at NADC2024.

KEYNOTE SPEAKER | Matt Mayberry

MattMayberry's story began playing linebacker for the
Indiana Hoosiers and Chicago Bears where the team
environment laid a foundation for his belief in leader-
ship and peak performance. He is now the author of the
Wall Street Journal bestseller; Culture is the Way.

Mayberry has become an expert in his field focusing
on helping organizations with their culture, leadership
performance and teamwork. He has made appearances
in media outlets including Forbes, Inc, Harvard Busi-
: ; . _ \ ness Review, Fortune, Fox News and Business Insider. In
- ./r ) - ' i . addition to speaking engagements, he has worked with

Bl | industry leaders including JP Morgan Chase, NAPA Auto Parts, DuPont,
il Allstate Insurance, Autodesk, and the Federal Bureau of Investigation
to create positive cultural shifts for their companies.

In his presentation, Mayberry will focus on three objectives:

How to build a culture where people can become the best ver-
sion of themselves and transform organizational performance;

Discover five common roadblocks that prevent leaders from
using culture to get the best from their people and how to over-
come them; and

How to implement your playbook for cultural excellence across
your entire organization.

8 EQUIPMENT DEALER MAGAZINE - U.S. EDITION



Are you farming with
the future in mind?

Farmingis Northern Ireland’s biggest industry, with 75% of our land used for agriculture,
but we're also global leaders in technology and equipment manufacturing.

Our sophisticated, productive farming practices can help increase profits, manage land,
boost yields and safequard food quality. Our suppliers are bringing this success to the
global agricultural industry, exporting cutting-edge technology and products including:

World-class equipment: trailers, slurry tankers and dribble bars, livestock handling
equipment, farm handling machinery and telehandlers

Software solutions for farm management

Agri-engineering and precision farming to increase yields and efficiencies

Animal husbandry and healthcare products

Pioneering research and expertise in food safety
Specialist R&D, statutory, analytical, and diagnostic testing for the agri-food sector.

If you're seeking market-led innovation and quality equipment and technology,
theteam at Invest Northern Ireland would love to help you.

Visit InvestNI.com/International for moreinformation.

NorthernIreland.
Altogether more for Agriculture.
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Purchase Plans &
Leasing Agreements

Helping customers

ask the right questions

before they buy.

by AgDirects

mid rising prices of both new

and used equipment, many

dealers are helping their cus-
tomers leverage financing to spread
out their machinery costs and re-
duce the financial burden of keep-
ing their equipment up to date. But is
purchasing the equipment outright
with a loan or financing the use of
the equipment with a lease the right
option for your customers?

Here are 10 questions you can ask your
customers to help them understand the key
differences between conventional purchase
plans and leasing agreements, and how each
option can impact their cash flow, machin-
ery costs and tax position.

1. How many hours a year do you expect
to use the equipment?

Asking this question will help your cus-
tomers determine whether owning or leasing
the equipment is a better fit based on usage
and residual value, or the estimated value of
the machine at the end of its lease term or
service life.

With a loan, customers finance the full
cost of the equipment. With a lease, on the
other hand, theamountfinanced is the equip-
ment cost minus the residual over the term
they expect to use the equipment.

2. Are you looking for the lowest possible
initial investment?

With a loan, the down payment due at
the time of purchase can be upwards of 20 to
30% of the total cost. Whereas with a lease,
only the first payment is due upfront in most
cases.

The difference in upfront costs between

WHAT TO ASK
YOUR CUSTOMERS

BEFORE THEY BUY.

AgDirect.

Loan or lease? AgDirect is here to help you and your customers
make the right financing decision for their operations when it
comes to their next new or used equipment purchase.

a loan and lease can be substantial. If a cus-
tomer is worried about their debt-to-income
ratio or cash flow, then a lease might be the
better option.

3. Do you have a trade, or will you be put-
ting cash into the transaction?

Trading used equipment into the dealer-
ship can be advantageous for customers, es-
pecially when demand is high and the equip-
ment is in good condition. Trade equity can
help reduce the purchase price of the equip-
ment being exchanged.

In some cases, the trade-in value will cov-
er the down payment of the new loan. Al-
ternatively, because leasing offers 100% fi-
nancing, customers can use their trade equity
or any cash saved from leasing toward other
business expenses.

4. What'syour trade-infrequency? Doyou
typically buy new or “like-new” equip-
ment?

If your customers trade equipment fre-
quently, leasing can offer lower payments
than aloan and allow them to acquire equip-
ment without the long-term costs of equip-
mentownership. Leasing isa good option for
keeping machinery under warranty and re-
pairs and downtime to a minimum.

Additionally, leases can be structured
with the flexibility to trade the equipmentin
for a newer model for no further obligation.
By having access to the latest technology,
your customers can avoid equipment obso-
lescence, improve eficiencies and potential-
ly increase profits.
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5. Are there other areas of your opera-
tion where you could be using operat-
ing capital?

While some customers have the financial
stability to accept higher machinery owner-
ship costs in the long term, equipment owner-
ship also requires comparing those costs with
the opportunity costs of not having the capi-
tal invested in other areas of their operation.

By only paying for a portion of the asset
that is used rather than the full value, a lease
can give customers the flexibility to free up
working capital for other loans or purposes
such as structure upgrades or land purchases.

6. Howimportantis equipment ownership
toyou?

If your customers have the money for a
down payment and the equipment they in-
tend to buy will remain in their equipment
line-up long term, then an equipment loan
may be the way to go. With equipment own-
ership, customers add asset value to their bal-
ance sheet that can be used as collateral when
making other purchases or taking out loans.

Machinery ownership gives customers
full control of the equipment’s use and per-
formance. Rather than being restricted by the
terms of a leasing agreement, they have the
freedom to replace, sell or make any custom-
izations to the equipment as needed.

7. How are financing rates and terms de-
termined?

The interest rate charged on a loan is di-
rectly related to your customers’ credit wor-
thiness. With a lease, lenders look at their



borrowing history as well as the equipment
in terms of how well it holds its value and its
anticipated usage.

Financing structures vary by lender, but
the typical period used to amortize debt is
three to seven years on most equipment and
up to 10 years on pivots. Longer terms typi-
cally have slightly higher interest rates than
shorter terms; however, the flexibility lon-
ger terms offer often surpasses the extra in-
terest paid.

8. What are your obligations with a loan
versus a lease?

With an equipment loan, your custom-
ers will be fronted the capital to pay for the
equipmentand fully own the equipmentonce
they’ve repaid the loan according to its terms,
plus interest. Customers will also be respon-

sible for all ownership and operating costs.

If your customers opt for an equipment
lease, they won’t own the equipment out-
right, but they will be responsible for mak-
ing the lease payments and all applicable op-
erating costs such as maintenance, sales and
property taxes, license, registration and in-
surance.

9. What risks or limitations could you be
overlooking?

By owning equipment, customers aren’t
locked into any use limitations or early termi-
nation fees. With some leases, hour limits ap-
ply, in which case they will be responsible for
any excess usage charges beyond the agreed-
upon hour limits.

However, equipment ownership requires
bearing the cost of depreciation resulting

CONNECT with AgDirect TODAY

Learn more about AgDirect equipment financing options by locating
your nearest AgDirect territory manager at www.agdirect.com/contact
or contacting the AgDirect financing team at 888-525-9805.

from wear, obsolescence and the age of a ma-
chine. With a lease, some of the risk of obso-
lescence falls upon the lessor along with fu-
ture value risk.

10.What are the tax advantages?

Onaloan, customersare entitled to depre-
ciation benefits as owner of the equipment. A
lease can go either way depending on ifitis a
true lease or a conditional sales lease.

With a true tax lease, customers can de-
duct their full lease rental paymentas an op-
erating expense rather than depreciating the
asset. With a conditional sales lease, custom-
ers take depreciation just as they would with
a loan while still benefiting from the flexible
financing offered in a lease.

In closing, before entering into a loan
or lease agreement, it's a good idea to
advise customers to consult with their
accountant or tax adviser to discuss
their specific tax circumstances and
cash flow requirements. EIl

® Sales and service support
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W@ stock and sell DARF rakes?
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Stepping Up:

Brett Barriage works

with Dealer Institute
to help John Deere
dealers succeed

by NAEDA STAFF

fter making the move to

step down as the CEO and

shareholder at a successful
John Deere dealership in Jan-
uary 2020, Brett Barriage con-
siders himself “semi-retired” as
he facilitates annual meetings
within the Dealer Institute and
is a CEO member at a company
called Building Champions.

Prior to his retirement, Barriage was a
member of the pre-merged version of NAEDA
(North American Equipment Dealers Associ-
ation), WEDA, where he helped lead growth
of Premier and took advantage of member-ex-
clusive opportunities.

“T was familiar with the association, used
different resources, attended conferences,
used some of the personnel service training,
and just knew Michael and knew John and
Larry through thatinteraction,” Barriage said.
“Then, back in 2020, I retired as CEO and
shareholder from the dealership. I was just
looking to slow down; a different pace of life.”

He sat through many of the various train-
ings provided by Dealer Institute and took the
opportunity to work asa trainer when present-
ed by Michael Piercy, Vice President of Dealer
Development at the Dealer Institute.

Through the Dealer Institute, Barriage fo-
cuses on meetings at least once to twice a year
with John Deere dealers to share “financial in-
formation, set goals and targets that are ap-
proved by their peers, be accountable for their

USE YOUR
RESOURCES
TO GROW YOUR
DEALERSHIP

With his time at Dealer Institute, Barriage wants to emphasize that dealers
should take advantage of their membership in NAEDA and have the
courage to step outside their comfort zone to find greater success.

performance and how they did on those goals
and targets.”

In addition to facilitating those meetings,
which typically take place in January or Feb-
ruary with a standard follow-up around June,
he works to compile scorecards that evaluate
dealers performance in comparison to estab-
lished benchmarks that challenge dealers to
perform with excellence.

Barriage’s experience as CEO of a dealer-
ship helps him understand exactly what these
dealers might need and how to help them get
the most out of each meeting.

“There’s a unique perspective with the ex-
perience of having run a dealership,” Barriage
said. “I understand. I've been there in their
seats. All these guys and ladies are great leaders
and are great at what they do, but you can ask
the questions sometimes and just challenge a
little bit.”

He believes his understanding of the chal-
lenges of running a dealership helps him guide
the dealers through their growth process.

“Having sat in their seat in the actual
groups themselves and having gone through
the goal and benchmark process a number of
times as a dealer, just gives me a good sense of
what you as a dealer go through on a daily ba-
sis. It’s important because you're investing a
fair bit to be there,” he said.

With his time at Dealer Institute, Bar-
riage wants to emphasize that dealers should
take advantage of their membership in NAE-
DA and have the courage to step outside their
comfort zone to find greater success.

“There’s just some great resources and be as
aware of that as you can... and don’t hesitate

to improve your staff; improve yourself, your
organization, which is hard because a lot of
the leaders of dealerships are often sharehold-
ers or entrepreneurs, so sometimes, it takes a
little bit of humility to reach outside of your
organization to get some help,” Barriage said.

In addition to his work with the Dealer
Institute, Barriage spends his semi-retired
work-life working with CEO’s and senior ex-
ecs through Building Champions.

“I've always had a passion for excellence
and leadership,” he said. “It’s always been
something that I've strived to do for myself...
but also other leaders around me to be excel-
lent. That covers so many areas, whether it’s
performance goals, performance to metrics.”

Building Champions and Dealer Insti-
tute allows Barriage the opportunity to use
his knowledge and experience to help others
grow and reach their full potential.

“There’s so many great resources out there
(through NAEDA) to help you grow your
dealership,” Barriage said. “Take the step and
make sure you reach out to find what’s best
for you, but don’t be too proud to reach be-
yond your own background and experience
to get what you can outside of the organiza-
tion, through NAEDA, or whoever, to re-
ally help you grow.
Sometimes, that out-
side perspective can
be very powerful in
terms of growth.” Elll

BRETT BARRIAGE is a
trainer at NAEDA's Dealer
Institute as well as a CEO

BRETT BARRIAGE is a trainer at NAEDA's Dealer Institute as well as a CEQ Mentor with Building Champions. Prior to joining both organizations, Brett served

nearly a decade as the CEQ and President of Premier Equipment, a 10-store John Deere dealer in Ontario, Canada.
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Mentor with Building
Champions.
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A Look into the
NAEDA Protect %

Program

by NAEDA STAFF

orth American Equip-

ment Dealers Associ-

ation has joined forces
with Specialty Equipment
Insurance Services to create
the NAEDA member-exclu-
sive extended warranty pro-
gram, NAEDA Protect.

This extended warranty program is geared
towards making sure not only dealers, but
their clients are not losing time or money due
to a piece of equipment needing service, ac-
cording to Edgar Gonzalez, Vice President
of Sales and Chief Sales Officer for Special-
ty Equipment Insurance Services and liaison
for NAEDA Protect.

“From the construction firms that are
making holes where we make skyscrapers,
these pieces of equipment, push dirt, they
harvest crops, it’s important to protect them,”
Gonzalez said. “It’s important to understand
that our customers have made investments,
and we, on the other side of that business,
want to streamline the business at the deal-
er level. So, we are very proud of partnering
and creating the NAEDA Protect brand and
program because we feel that thisisavirtuous
and value-added product that’s going to go
ahead and keep the customer, whoever that
may be, up and running.”

The importance of the heavy machinery
used in the agricultural and construction in-
dustries is what drives their dedication to
dealers and clients.

“Ultimately, we’ve all been posed the
question of, ‘Do you want an extended war-
ranty?” Gonzalez said. “Unless you use your
vehicle to deliver pizzas or work for Uber,
which there’s nothing wrong with that, but
our business is quite different. So, when
someone asks one of our customers that ques-

1

/

NAEDA

SPECIALTY EQUIPMENT INSURANCE SERVICES

“We are very proud of partnering and creating the NAEDA Protect brand and program hecause
we feel that this is a virtuous and value-added product that’s geing to go ahead and keep the

customer, whoever that may be, up and running.” - Edgar Gonzalez, Viice President of Sales and Chief
Sales Officer for Specialty Equipment Insurance Services and liaison for NAEDA Protect.

tion, they do take pause, and they do think
about it, because it isn’t like using your vehi-
cle to get from point A to point B. A farmer
has to plant his crops, they may have to diga
ditch, they may have to go to work... On the
other side of the business, are construction
customers. They have to, obviously, pour con-
crete and do roadwork. These are large com-
mercial pieces of equipment. If they’re down,
it costs time and money.”

According to Lou Klein, Western Region-
al Sales Manager at SEIS and program man-
ager for NAEDA Protect, the white label pro-
gram helps dealer members in Canada and
the United States by providing protection to
meet members where their needs are, by of-
fering extended service contractsand warran-
ties on their customers’ machines.

“One of the main things that we like to
promote is that it does help drive customers
back to your dealership for, you know, parts
and services to handle warranties,” Klein
said. “So, it’s just an all-around way for deal-
ers to expand their business and protect their
customers at the same time.”

Dealer members have the opportunity to
sign up through the website - NAEDA - A
Specialty EquipmentInsurance Services Pro-
gram (naeda-seis-program-enroll.com).

“You can quote business, you can com-
pare prices, make your claims,” Klein said.
“Everything is a one-stop shop for NAEDA
members to handle this type of business for
themselves.”

'The program started in late summer 2022
when John Schmeiser, COO of NAEDA, and
Kim Rominger, CEO, approached SEIS with
the overall goal of creating a program that
would help dealer members protect their
clients. That led to a discussion with the
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Amynta Group’s Executive Vice President,
Anthony Slimowicz, and Chief Operating
Officer of SEIS, Ted Wagner.

From there, they had plans put togeth-
er by October and hit the ground running
in November when they announced the pro-
gram at the NAEDA conference in Nashville,
Tennessee.

Another way dealers can take advantage
of the program is by applying the warranties
to their own rental fleets.

“The dealer themselves can treat them-
selves as the customer,” Gonzalez said. “They
can go ahead and put protection on their
rental fleets... let’s say that this is someone
that they are very concerned about absorp-
tion costs; they have an enormous success-
ful rental fleet. But they also have rental fleet
costs. Well, we can’t speak to the preventative
maintenance and the wear and tear. Burwhat
we can speak to is, of course, extended war-
ranty portion. So maybe, obviously an item is
no longer new. So, an item is not in base war-
ranty; they can go ahead and work this plan,
treat themselves as the customer and add the
protection they need.”

Some of the many benefits include ex-
tended service contracts, asset remarketing,
in-house claim adjustments, 48-hour turn-
around on claims, access to industry experts,
24/7 registration and processing portals, and
so much more.

“What dealers really appreciate is our
fast, quick responses to claims,” Klein said.
“With an average of being paid within three
days, that it’s really something that the deal-
ers have come to appreciate knowing that we
have their back, and they can go to their cli-
ents and let them know that.” EIl
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INDUSTRY IS

SAFETY MATTERS: How to Prepare

for High-Voltage Batteries at Your
Outdoor Power Equipment Dealership

by NAEDA STAFF

he debate rages on about which

is better: battery or internal

combustion engines; however,
litigation, mandates, and populari-
ty among certain demographics are
pushing towards a battery-powered
future.

Equipment dealers need to start thinking
about how battery-operated equipment will
impact their dealerships— particularly the out-
door power equipment dealers - to stay ahead
of the curve.

'This starts with making sure manufactur-
ers provide instructions and communications
to inform customers of the proper care and
safety handling for each unique high-voltage
battery.

“Ithink as an Association, and myself pre-
viously being a dealer, we have to really ask
these manufacturers for more, and I know
Joe Dykes is working with OPEI trying to get
answers,” said Dale Magie, part of the deal-
er development team at the Dealer Institute.
“Because there’s not enough information and
answers out there on these products coming
out. It’s a push across the country from autos
right on down through all equipment. I think
it’s a gorilla in the room for outdoor power
equipment.”

Magie’s primary focus at Dealer Institute
and through NAEDA is within the Outdoor
Power Equipment sector. Along with others,
he has found that the safety protocols for han-
dling bactteries are not as in-depth as dealers
need. Even though batteries have been seen
in smaller equipment like weed trimmers and
leaf blowers for over a decade, this is slowly
moving towards equipmentsuch as lawnmow-

ers and eventually much larger pieces of ma-
chinery.

In addition to the growth in popularity
of battery-powered lawn equipment, munic-
ipalities within cities are starting to set regu-
lations mandating electric mowers and more.
State and provincial legislation could be close
behind.

“Change is going to continue to occur,”
Magie said. “Obviously, if you've been in busi-
ness, you know that change is always a part of
every day, every year, every week. As a dealer,
you have got to be proactive and be accepting
to change by looking for the best avenues to
maximize the change. As government man-
dates continue to come out, this category is
going to grow; it’s not just about using the as-
sociation to get ourselves educated, and it’s up
to working with the manufacturers to come
up with the best business plan we can for how
thisaffects their dealerships moving forward.”

For example, one of the six batteries used
to power a EGO Power+ 42” Z6 Turn Riding
lawnmower is 56 volts. Because OSHA de-
fines a high-voltage battery as 50v or more,
this puts each of those six batteries in that cat-
egory.

Large manufacturers like John Deere are
also taking the leap into electric. By 2026,
they plan to have a battery-powered option
for each of their riding lawnmowers; there-
fore, precautions as a dealer and owner will be
necessary. That starts with manufacturers be-
ing transparent about their batteries and pro-
viding protocols to the equipment dealers sell-
ing these products.

“The small, handheld equipment has been
pretty much uniform. It’s not really a concern
in comparison to the bigger ride-on products,
and the even bigger products coming out,”
Magie said. “It’s knowing the products that

“CHANGE IS GOING TO CONTINUE TO OCCUR. Obviously, if you've been in business, you
know that change is always a part of every day, every year, every week. As a dealer,

you have got to be proactive and be accepting to change by looking for the best

/ avenues to maximize the change." - Dale Magie, Dealer Institute, NAEDA
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you’re bringing in —what the chemistry of that
battery is — because that adds variables as well
to the safety protocol.”

Lawnmowers are the beginning of these

higher voltage batteries. Companies like Sole-
tracare releasing tractors that use 72v. The risk
of electric shock or fire increases with these
larger batteries — not to mention the heavier
batteries will require proper lifting techniques
and potentially, a forklift.

“I would recommend that you know what
the manufacturer can supply you with the in-
formation you need to make the best decision
on what safety protocols need to be in place
when bringing in this category of equipment,”
Magie said. “Because, in a lot of cases, dealer-
ships need to do some enhancements to their
facilities before they truly stock battery-op-
erated products... We're continuing to work
with the manufacturers and KPA (safety and
compliance team) on trying to get better sys-
tems in place.”

Equipment dealerships need to start pre-
paring for this inevitable shift by taking the
steps to ensure the best safety practices for
handling, storing and shipping batteries that
could be so large that they will need teams or
forklifts to move them.

Regardless of a dealership’s manufacturer,
dealers need to focus on a few things:

1. Potential Risks
2. Safety Precautions
3. Employee Training

NAEDA and KPA hosted an on-demand
webinar focusing on “Creating a Safe & Com-
pliant Li-lon Workplace”in May of this year.

Mitigating and Planning for
Potential Risks

The risks related to handling lithium-ion
batteries are very similar to that of combus-
tion engines but require some early interven-
tions and plans. They should create a founda-
tion for safety which includes:

« Hazard Assessments
Hazard Communication Programs



Shown above, the EGO POWER+ 42" 76 ZERO TURN MOWER. For
example, one of the six batteries used to power it is 56 volts.
Because OSHA defines a high-voltage battery as 50v or more,
this puts each of those six batteries in that category.

+ Hazard Communication Employee Training
Emergency Plans and Evacuation Maps
Emergency Response Training

« Chemical Inventory, Safety Data Sheets,
and Platform Training
Forklift Operator, Lift Safety, and DOT
Hazmat for those who will be shipping
these batteries

Analyzing these risks is just the start. Once
a dealership has established its hazard assess-
ments, they need to start purchasing the ap-
propriate material to avoid injury and be pre-
pared for any fires or shocks along the way.

Taking Safety Precautions

Safety precautions can be taken in the form
of the physical environment as well as with
protective equipment.

Protective equipment includes insulat-
ed tools with rubber grips, electrician rubber
gloves, and leather gloves to wear over them.
Each of these items help prevent potential
electrical shock.

In addition to the gloves, the dealership
and technicians will need to have a glove in-
flator to check for air leaks daily. Ifair can get
into the glove, then so can electricity. Making
sure they are airtight will make sure techni-
cians are safe from shock.

Electrician gloves mustalso be electrostat-
ically tested every six months by a certified
lab to ensure that the gloves prevent electric-
ity from moving across their non-permeable
barrier.

The leather gloves protect the rubber and
make them lastlonger. Still, some dealerships
might consider getting Arc Flash full-body
protective equipment in case of extremely
high-voltage batteries.

Another safety precaution includes phys-
ical storage of the batteries on site. Many
brand-new batteries are low risk, but used bat-
teries pose a higher threat.

Equipment dealers need to
start thinking about how
battery-operated equipment
will impact their dealerships -
particularly the outdoor power
equipment dealers - to stay
ahead of the curve.

Ensure your dealership has a specific lo-
cation to store batteries in a well-ventilated,
regulated space away from other equipment.

Defective batteries in thermal runaway re-
lease a form of gas that can cause fires or oth-
er disastrous situations, so all employees must
be aware of what damaged or defective bat-
teries look like.

Employee Training
Teaching employees the calling signs for
damaged batteries will help mitigate the risk

of shock and fire.
Three types of battery damage:

1. MECHANICAL: when the battery is physical-
ly compromised by being crushed, dropped, pene-
trated, etc.

2. THERMAL: this can be the result of faulty cell
design, cell manufacturing flaws, external abuse
of cells, in-efficient battery package design, or in-
adequate charging system design.

3. ELECTRICAL ABUSE: a common mistake made
is leaving certain hatteries on the charger past
their full charge. This can cause failure within the
circuits and should be avoided for specific types
of batteries. It is suggested that owners read the
user manual to know whether their battery can be
on the charger longer or not.

In addition to knowing the types of battery
damage, seeing early signs of failure can also
help reduce risks.

Early signs of failure can include physical
deterjoration to the point of thermal runaway,
achange in batter charging efficiency, battery
heating to unseen temperatures during charg-
ing — particularly near the end of a charging
cycle, and the charging capacity is higher than
the amount of energy used before needing a
new charge.

Because battery failure can lead to fires,
keeping a fire extinguisher nearby is a good
idea. The thingaboutelectric fires versus those
of a combustion engine is that they do not go
out in a traditional way.

Electric fires tend to reignite with lictle
warning, so a common practice is to initially
extinguish the flames to then be able to move

the battery to a designated battery burn loca-
tion that is outside and away from any other
combustible material. Once in a safe location,
the battery could then be allowed to burn it
self out.

Once the fireis out, or even if a battery has
been determined to be a failure, the next step
is to dispose of the now useless item.

One thing dealers, technicians, or individ-
uals should not do with their failed batteries
is throw them away. This can cause fires on
the dump truck, landfills and anywhere in-
between.

Cirba Solutions has created a recycling
process for high-voltage batteries. There are
two protocols.

The first is for non-damaged batteries. Sup-
pose your dealership is looking to send back
batteries that were the wrong order. In that
case, they can purchase a collection contain-
er from Cirba Solutions, tape the terminals to
prevent short circuits, place the batteries in
the purchased container, and ship as normal.

For damaged batteries, dealerships can
purchase containers that range from $86-275
USD. They can then line the container with a
provided bag, seal each battery in its own anti-
static bag, cover with the provided packaging
material, secure the lid, seal it within the over-
pack box, and attach the appropriate label.

STEPS TO
PREPARE
FOR HIGH
VOLTAGE
BATTERIES

High Voltage batteries, according to
OSHA, are 50v and up. New battery-
powered lawn mowers and tractors are
being made with these high voltage
batteries, so now is the time to prepare.

KNOW THE BATTERIES YOU
ARE WORKING WITH

Check the manufacturer information to
know the chemical compounds and
storage requirements for each battery.

TRAIN YOUR STAFF

Create guidelines for your staff to
follow and make sure everyone in
yaur dealership has taken some form
of training on high voltage batteries,

TAKE SAFETY PRECAUTIONS
Buy electrician glaves, testing
aquipment and create safe

starage spaces within your

facility.

BE AWARE OF SIGNS OF
DEFECTIVE BATTERIES

Know what thermal runaway is, and
maka sure you are prepared to handle
defective batteries.

SET UP DISPOSAL PLANS
Take advantage of Cirba Solutions”
racycling process for high voltage

batteries.
[EOM]
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LEADERSHIP
PRINCIPLES

Do | Want To Know What
| Don’t Want To Know?

by DR. LARRY COLE

any of us are inflicted

with a terrible disease of

thinking - knowing only
what | want to know! Is that be-
ing hardheaded and stubborn?
The problem with this attitude
is you don’'t know what crucial
information you're missing.

Let’s complete an exercise. Look at one of
your hands. See it? Identify something you
don’tlike about it. Got it? Now for the crucial
point—did you notice that you didn’t see what
you like while staring at what you don’t like?
That’s what happens with a made-up opinion,
you only see one facet of the object or issue.

Have you ever assumed something to only
later find out that you were wrong? We all
have. Study the dynamics. We made a con-
clusion based on a set of information. Eventu-
ally we changed our mind when new informa-
tion became available. But we had an option
that was to stubbornly continue believing in
our original thought regardless of how true
the new information might be. Doesn’t make
good sense, does it? Why would anyone cling
to a thought that was wrong?

I am bewildered by supervisors who only
want to know information that aligns with
their set of beliefs. It seems such thinking is
akin to cutting off your nose to spit in your
face. I'm not going to focus on the “whys” peo-
ple are so shortsighted in this article, but I en-
courage leaders and supervisors to think about
two things. One is that a made-up mind loses
its objectivity according to a Chinese proverb.
(Icanhearsome of your thinking right now...
I'm not believing a damn thing that comes out
of China!) Just for a moment open your mind
and think about the implications of that prov-
erb. The closed mind can prevent the best de-
cision from being made which leads to the sec-
ond point — leaders/supervisors don’t have
the luxury to be closed minded. These people
are responsible to ensure the best decisions to
advance the success of the dealership.

One additional thought Have you noticed

that while talking to some-
one that your brain is con-

stantly thinking? Sure, you
have, and you've taken ad-
vantage of your thoughts
that were stimulated by the
discussion. That’s the beau-
ty of the mind — to find
the best idea. Again, closed
minded people miss such

The closed mind can prevent the best decision
from being made which leads to the second point —
leaders/supervisors don’t have the luxury to

be closed minded. These people are responsible

to ensure the best decisions to advance the
success of the dealership.

phenomenal insights.

I see closed minded thinking whenever
one person or department wants a decision
that is best for them. An argument and con-
flict quickly emerges. I've been told numer-
ous times such conflicts between parts, service
and sales are “normal.” Such thinking perpet-
uates such conflict. All T have space to say, at
this time, is; Yes, different opinions are natu-
ral. No, different opinions should not lead to
an argument if the involved parties are com-
mitted to make a decision to support the deal-
ership’s success.

Mental Formula to Open Your Mind

Now let’s address the mental formula that
each of us must employ to expand our beliefs.
First is the agreement that we're closed mind-
ed. Without this understanding, there is no
hope to expand one’s thinking. A side note is
if others perceive you as closed minded while
your self-perception is open-minded you may
have a serious issue on your hands.

Second is the self-awareness to your closed
mind. At that precise moment of being aware
of a closed mind, self-discipline is required
to (1) truncate such disastrous thinking, (2)
agree thatyour thinking might be wrong, and
(3) implement the plan to solicit and listen to
understand different opinions in search of the
best idea.

While listening as others present ideas, be
acutely aware of your thought pattern as it is

easy for your thoughts to automatically revert
to being “closed mindedness” and increase the
urge toargue your point. When thathappens,
you must open-back-up and continue listen-
ing to understand. Being driven by the com-
mitment to secure the best idea or make the
best decision will help open your mind.

Another tool to stimulate thinking and
discussion is to offer a dissenting opinion to
the one initially presented and observe the
openness of the ensuing conversation. If the
introduction of the dissenting opinion shuts
down the conversation, you may have an in-
timidation operating within the team. Obvi-
ously, that’s not good.

Here’s the bottom line. All of us are re-
quired to make the decision as to the repu-
tation we want to create with our colleagues.
I’'m currently working with a young employee
with this very issue. He tells me that he wants
areputation of being an elite performer and to
use others’ opinions to improve performance,
but hisactions tell the story of the polar oppo-
site — “I'm always right.” Time will tell if he
will use the necessary self-control to become
the person he professes he wants to be. If not,
his colleagues will contin-
ue to talk about him behind —
his back while hoping that 3 4 ‘
he leaves the company. EI J

LARRY COLE, PH.D., is a lead trainer for and consultant to the North American Equipment Dealers
Association’s Dealer Institute. He provides onsite training and public courses to improve business
leadership effectiveness and internal and external customer service. Please send questions and /

or comments to Larry at teammax100@gmail.com
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Our service
managers have
one of the hardest
jobs inside the
dealership, so

How service managers
can create hetter
systems and save time

by WAYNE BROZEK

anything we can
do to reduce
stress and
increase a few
free minutes to
your day is a huge

ervice managers how
do we get more hours

per day?

The answer is that we can’t, can we? How
can we implement tools to help us organize
our days better? How many of you have a dai-
ly task list that you follow?

I know, I know you say daily task list that I
can follow.... I never know what my day will
be like, and I say I agree. I have been a Service
Manager. I know how our days can implode
and all our best plans can

success.

log books and scheduling systems to track
and log your activities, you have the ability to
actually leave your office for a couple of days
of PTO and not spend that time thinking “I
hope the train stays on the tracks” or end up

fielding several callsa

be altered by taking care of
emergencies that come up,
but I do believe we can gain
some control over our days
if we stay structured.

I think, as managers, we
need to make sure we have
had some time manage-
ment training. I participat-
ed in a time management
training class several years

I think, as managers, we
need to make sure we have
had some time management
training. | participatedina
time management training
class several years ago, and
it had a lasting impression
on my day-to-day activities.

day askingabout cus-
tomer information
that someone should
beable to find in your
call log book.

We all know that
if we can save a cou-
ple minutes here and
there, they add up to
hours on the week
and month. This is

ago, and ithad alasting im-
pression on my day-to-day activities.

I have worked on call log books and sched-
ule pads for several years, and I wonder how
many of you service managers have an actual
process for handling your daily calls. How do
you log those or transfer those calls to your ser-
vice scheduling system? I have seen everything
from yellow legal pads where calls are logged
onablank format to sticky notes that are then
attached to the computer display monitor or
wallpaper the desktop.

They are prone to getting lost or misplaced
over and over. I have implemented a call log
book for service managers that helps keep their
daily calls logged in one place with a struc-
tured form, so that same information for each
call has a place to log what has been done as
farasascheduling plan. All these items add up
to help save you time and keep you organized.

Once you have utilized some of these call

one way to keep you
organized and beable
to actually leave and let others know exactly
what is going on and where you are with each
customer.

I'would also encourage service managers to
make time with your day to do a service walk
at 10 am and 2 pm everyday to check on your
technicians and update your schedule board.
We should have alist of all work orders thatare
assigned to specific technicians and visit with
each tech to ensure they are on target to fin-
ish the work order in the time frame in which
you promised your customer.

The service walk performed daily will help

you update your schedule and call customers

proactively and update them if the promised
times need to be adjusted. Now this might
seem like I am asking you to do even more in-
stead of taking items off your daily tasks so
how is this going to save me time?

Theissue is | have seen so many phone calls
that come into a service department daily that
are customers checking on their equipment,
and they come in at some of the worst times of
the day. So, instead of being reactive, we need
to be more proactive, and if we update our
customers of a new promise time versus all of
those customers calling us when we are trying
to complete other tasks. It burns up our day.

When we have those calls coming in, we
then have to stop doing what we are doing and
deal with another time distraction instead of
controlling our day. I would encourage any
service manager reading this that would like
to gain some control over your day and gain
some free time call or email me, and let’s dis-
cuss how you can implement just these two
ideas and how they will give you back more
control and freedom.

Our service managers have one of the hard-
est jobs inside the dealership, so anything we
can do to reduce stress and increase a few free
minutes to your day is a huge success.

Thanks forall youdo, and if youre interest-
ed, ook forward to help-

ing anyway we can! EIl

WAYNE BROZEK is a trainer with NAEDA's Dealer Institute. Prior to starting his own consulting
business, Wayne trained dealers all over the globe on ways to improve both their parts and/
or service operations. TOP METRICS TO WATCH is an ongoing feature brought to you by the
association’s Dealer Institute to help dealers better understand key performance indicators and

industry metrics to effectively manage their businesses.
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s 96% ...

Farm Equipment Top 100™ use
".-Iron Solutions

BY RANDALL REILLY

T 71 Know what your
4| equipment is worth.

Find a buyer for
your equipment.

EDA4A checks that box.

BY RANDALL REILLY

Combine the accurate data valuations you trust from Iron Solutions E’*:'&@#“ﬂlil
with EDA to find in-market buyers of specific ag equipment. s e

Get a 15 minute demo. ﬁﬁ:?;

Lt
ironsolutions.com/findbuyers | (855) 603-5513 B
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Will a Billion Dollar
Disaster Affect Your
Business?

by JERRY LEEMKUIL

hen it comes to weather and
climate disasters, the clock
is ticking.
As thelikelihood of a major climate event impacting your business
surges higher each year, disaster recovery planning is critical.
+  In2022, the U.S. experienced 18 separate weather or climate
disasters that resulted in at least $1billion each in damages.'
+ lthad the eighth most disaster-related fatalities for the
contiguous U.S. since 1980, with 474 direct or indirect
fatalities.'
»  Damages from the 2022 disasters totaled $165.1 hillion, and
the combined cost from events of this caliber over the past

10 years totals $1.1 trillion from 152 separate billion-dollar
events.'

Your husiness is essential. Take action now.

Should a climate or weather disaster strike, your employees and
customers need you to reopen as soon as possible. You are essential to
your community’s recovery efforts, so take action now.

+  Know your risks. Find and review your county’s hazard analysis
or disaster mitigation plan to understand what events impact
your geographic area.

+  Develop a plan to respond to each of the identified risks.

Your plan should take into account your business’s essential

operations, employees, equipment, suppliers, technology, and
finance needs.

1.2022 U.S. Billion-dollar weather and climate disasters in historical context. https:/fwww.climate.govinews-features/blogs/2022-us-billion-dollar-weather-

and-climate-disasters-historical-context. Accessed 5/2/23.

Should a climate or weather disaster strike, your
employees and customers need you to reopen

as soon as possible. You are essential to your
community’s recovery efforts, so take action now.

Inflation and supply chain issues are rapidly increasing the cost
of rebuilding following a disaster. Review your policy limits and
talk with a Federated® marketing representative to help ensure that
you have the proper coverage in place to fully recover from a climate
or weather disaster. For more information on North American
Equipment Dealers Association (NAEDA) and Federated Insurance®,
visit www.federatedinsurance.com/association-groups/naeda. Ell

This article is for general information and risk prevention only and should not be considered legal or other expert advice. The recommendations herein may help
reduce, but are not guaranteed to eliminate, any or all risk of loss. The information herein may be subject to, and is not a substitute for, any laws or regulations
that may apply. Some of the services referenced herein are provided by third parties wholly independent of Federated. Federated provides access to these
services with the understanding that neither Federated nor its employees provide legal or other expert advice. All products and services not available in all states.

It's Our Business to Protect Yours

FEDERATED

INSURANCE @/’@
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Federated Mutual Insurance Company * Federated Service Insurance Company*

Federated Life Insurance Company * Federated Reserve Insurance Company* * Granite Re, Inc.*t
*Not licensed in all states. 'Granite Re, Inc. conducts business in California as Granite Surety Insurance Company.
federatedinsurance.com | © 2022 Federated Mutual Insurance Company

JERRY LEEMKUIL
is an equipment dealer

specialist for Association
Risk Management
Services, Federated
Insurance Company. For
information, write to Jerry
atjjleemkuil@fedins.com
o call 1-507-455-5507.
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It’s Our Business to Protect Yours

How Do You Retain

Private bonus plans provide strong incentive
for top team members to remain with your

business — while also helping you stand out
among other employers.

AN ASSO 119 YEARS
DIRECT AUTO
PROPERTY AND CASUALTY TENTION

POL > E
OVERAGE
BUSINESS SUCCESSION AND ESTATE PLANNING STABLE
f STRENGTH

ML ANY C E EPRESENTATIVES
500+ CLUSIVE ASSOCIATION RECOMMENDATIONS

ESTATE  PLAN ATTORNEY  NETWORK _ ANNUITIES
IT'S OUR

BUSINESS TO PROTECT
NAEDA MEMBERS

WE'RE BETTERTOGETHER LIFE AND DISABILITY INCOME B~
PRIVATE BONUS PLANS KEY PERSON COVERAGE ¥
WORKERS COMPENSATION HIRING PRACTICES
FEDERATED DRIVESAFESM TELEMATICS SOLUTION
RISK MANAGEMENT RESOURCE CENTER
EMPLOYMENT RELATED PRACTICES LIABILITY
EMPLOYMENT LAW ATTORNEY NETWORK 3 ‘
BONDING EMPLOYEE SAFETY TRAINING Scan to learn
RISK MANAGEMENT ACADEMY more about PRIVATE
CLIENT CONTACT CENTER ’ BONUS PLANS

FIELD RISK CONSULTANTS
- ATE CENTER and other employee

ECIALISTS retention strategies.

Commercial Insurance Property & Casualty | Life & Disability Income | Workers Compensation | Business Succession and Estate Planning | Bonding
Federated Mutual Insurance Company and its subsidiaries* * | federatedinsurance.com

23.05 Ed. 2/23 *View A.M. Best Rating Guide information at www.ambest.com. **Not licensed in all states. © 2022 Federated Mutual Insurance Company
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Dealer Beware:
The Legal Pitfalls of Charging
“Other Fees” to Customers

by LANCE FORMWALT

ealers operate in a very com-

petitive market that can make

it challenging to maintain the
margins needed to provide a rea-
sonable return and support the
significant investments in people,
processes, technology, tools, real
estate and other infrastructure re-
quired to conduct business in the
manner your customers expect
while also meeting manufacturer
requirements.

To support the infrastructure investment
and recover some of the related costs, many
dealers will charge “Other Fees” (e.g., docu-
ment fees or administrative fees) to custom-
ers as part of a wholegoods sale transaction.
While these fees don’t begin to cover all of
your overhead costs, they can be an impor-
tant component of your business model. Un-
fortunately, even though there is an impor-
tant business rationale for these fees, the legal
landscape surrounding them can be confus-
ing due to the various legal authorities and is-
sues involved.

Auto Dealers vs. Equipment Dealers

Many of the issues to consider when imple-
menting a program for charging Other Fees
are common to the issues facing auto dealers.
However, there are elements of your business
that can make legal compliance even more
complicated. For instance, auto dealers pre-
dominantly deal with customers buying for
personal or family use.

These customers are defined as “consum-
ers” in the various consumer protection laws
that regulate certain business practices in
transactions with consumers.

In addition, auto dealers are generally sub-

A

o

Many of the issues to consider when implementing a program for charging Other
Fees are common to the issues facing auto dealers. However, there are elements
of your business that can make legal compliance even more complicated.

ject to regulations at the state level that estab-
lish specific parameters relating to the con-
duct of their business. These circumstances
can be disadvantageous in some ways due
to the heightened regulatory burdens, but
in the context of understanding how to ap-
proach charging Other Fees, this clarity can
be a good thing,.

In contrast, equipment dealers face a more
complicated landscape due to the following
factors:

« Customer Base - equipment dealers often have
more business customers than “consumers” buy-
ing for personal or family use, but may stilldo a
significant number of lower dollar volume trans-
actions with consumers.

+ Product Mix - equipment dealers have different
product mixes, some of which are almost always
business-related (e.g., Large Ag) while others are
split more evenly between business and personal
use (e.g., Outdoor Power Equipment).

« Auto Dealer Laws - equipment dealers some-
times sell products that are regulated under the
auto dealer regulations (e.g., ATVs/UTVs).

Due to these differences, equipment deal-
ers may have more flexibility than auto dealers
in implementing and collecting Other Fees.
However, since some customers of an equip-
ment dealer have the same profile as custom-
ers of an auto dealer, implementing a work-
able and legally-compliant process can be
more complicated.

What are the Legal Pitfalls?

The challenge for equipment dealers is that
there are a number of legal authorities that
play a role in regulating the practice of charg-

ing Other Fees. These represent a mix of fed-
eral and state laws and include the following:

» Truthin Lending Act (TILA) - Federal law that
applies to “consumer” financing transactions and
is focused on appropriate disclosure of amounts,
including Other Fees, charged as part of a financ-
ing transaction.

« Uniform Consumer Credit Code (UCCC) -
State law that also regulates “consumer” financ-
ing transactions and disclosure obligations, but of-
ten with additional limitations on the amounts that
can be charged to consumers in financing transac-
tions. This law has been adopted (with some vari-
ations) in 11 states: Colorado, Idaho, Indiana, lowa,
Kansas, Maine, Oklahoma, South Carolina, Utah,
Wisconsin and Wyoming.

« State and Federal Consumer Protection
Laws -All 50 states and various federal agencies
enforce consumer protection laws. These laws
target “unfair and deceptive” trade practices and,
inthe context of Other Fees, are generally focused
ondisclosure. Notably, unlike the TILA and UCCC,
these laws often apply to bath cash and credit
transactions.

« Dealer Laws - Certain states have adopted spe-
cific legislation that limits the ability of a dealer to
charge Other Fees with respect to certain product
categories. These are often focused on automo-
biles, but can extend ta cover products you might
sell (e.g., ATVs, UTVs, trailers, motorcycles).

In addition, the courts
and regulatory bodies
tasked with interpreting
these laws can create addi-
tional nuances that need
to be considered. For ex-

LANCE FORMWALT is the leader of the Equipment Dealer Group at Seigfreid Bingham, P.C. The firm serves as legal counsel to the North American Equipment
Dealers Association and many individual equipment dealers. Lance may be contacted at lancef@sb-kc.com or 816-265-4106. Also see www.sb-kc.com. This article
is intended to provide general recommendations and is not intended to be legal advice. You should always consult your attorney for advice unique to you and your

business.
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is the leader of the
Equipment Dealer Group
at Seigfreid Bingham, PC.




ample, a Texas court significantly restricted
the ability to charge document fees relating
to financing transactions except in certain ex-
plicitly authorized categories of products.

More recently, the Federal Trade Commis-
sion has started looking into issues associat-
ed with “junk” fees charged by auto dealers,
something that could lead to additional reg-
ulations with further implications for equip-
ment dealers.

While understanding the legal framework
is important, dealers also need to remember
that the ability to charge Other Fees can also
be limited by your agreements with retail fi-
nancing companies. These companies may
take a variety of approaches to Other Fees
ranging from (a) allowing any fees permitted
by law, (b) allowing fees only up to a certain
amount (to account for fees the retail inanc-
ing company may already be charging), or (¢)

prohibiting additional fees altogether.

What Should Dealers Do?

I am notaware of a definitive resource that
addresses all of the legal implications involved
in charging Other Fees. Asaresult, each dealer
needs to investigate the laws and contractlim-
itations that may apply based on the dealer’s
specific business model and objectives. How-
ever, there are some practical steps you can
take in reviewing your processes for charging
Other Fees that will limit your legal risk:

« Use your retail financing company as a
source of information/guidance - Even
though you will ultimately be responsible for legal

compliance relating to fees you charge, your retail
financing companies face the same types of issues
and likely have more expertise on applicable fed-
eral and state restrictions on Other Fees.

Implement Other Fees on hoth cash and
credit transaction - Most laws regulating the
imposition of Other Fees are focused on whether
the Other Fees really represent an additional “hid-
den” finance charge included as part of extending
credit. If the same fee is charged to both cash and
credit customers for the same type of product, this
should address that concern. NOTE - Some states
willrequire an Other Fee to be charged to both cash
and credit customers as a condition of being able
touse one in connection with a financing transac-
tion.

« Evaluate the costs you are seeking to re-

cover through the Other Fees - In several
states, Other Fees may be charged in connection
with consumer financing transactions if they are
“reasonable.” If the state regulators haven't de-
fined “reasonable” as a specific amount, doing a
basic analysis of the types of costs you are trying
torecover and tying that to the amount of your an-
ticipated Other Fees can be a good exercise to sup-
port a future challenge that your fee amount is un-
reasonable. This exercise may also have the added
benefit of providing some useful talking points for
responding to questions from customers about the
fee amount.

Adopt an accurate name/description for the
Other Fee and use it on transaction docu-
ments - |tisimportant to provide clear disclosure
of any fees in sales documentation. If the fee is to
recover administrative costs relating to process-
ing documents in a financing transaction, it may be

accurate torefer toit asa “Document Fee” and in-
clude thisin the financing transaction documents.
Onthe other hand, if the fee is designed to recov-
er other general administrative costs that apply to
all transactions, using the phrase “Administrative
Fee” may be more accurate and should be itemized
on the salesinvoice so it is charged on both cash
and credit transactions.

« Limit Negotiations - Since the ability to charge
afee without specific limitations may be depen-
dent on charging the same fee on cash and cred-
it transactions for the same type of product sale, it
can be beneficial to maintain as much consisten-
cy inthe fee as possible with all applicable cus-
tomers. Thus, treating Other Fees as required in all
applicable product sales and limiting fee negotia-
tions with customers may further reduce your le-
gal risk. NOTE - this does not mean that a fee has to
be charged on every product or that the same level
of fee has to be charged across the board.

As with many aspects of your operations,
legal issues are implicated in charging fees
to your customers. These issues need to be
considered in establishing your customer pol-
icies and, given the various legal limitations,
it may make sense to adopt a “lowest com-
mon denominator” approach that allows you
to implement fees in a way that makes the
process simpler to follow and best ensures
compliance with the most restrictive laws ap-
plicable to your dealership. Em

EQUIPMENT dealer
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Online resources for successful dealers

Equipment Dealer Magazine is your one-stop shop for ——
news updates from the association on policy, government
regulations, manufacturer relations, dealership surveys, public
awareness campaigns, CODB Study, North American Dealer Conference,

and much more.

Check out the NAEDA Connect podcast series that explores all the hot topics affecting the equipment dealer industry.
You'll find featured webinars, Industry Insights, as well as insightful videos and training opportunities from Dealer Institute.

Also enjoy access to digital content of NAEDA's flagship publication, Equipment Dealer Magazine, featuring some of the
equipment industry’s most notable experts in dealership management.

Your online NAEDA Connection

SUMMER 2023 - EQUIPMENT DEALER MAGAZINE

25



NAEDA EGUER=

NAEDA Welcomes New Staff

by NAEDA STAFF

Born and raised in Green Bay, Wisconsin, Tom Healy started his career at Burnips Equipment while attending
Ferris State University where he received his bachelors in engineering. As an inexperienced intern, and due
to circumstances, he found himself operating as the branch service manager within his first several weeks of
employment. With zero agricultural background, Tom was forced to quickly learn the industry, its practices,
and the importance of customer relationships.

14

Tom Healy

As acting Operations Manager and Corporate Sales Manager, Tom used his personal skills to gain the trust and loy-
alty of the industry, his colleagues, and his employers. His past roles required him to oversee the daily operations of eight

DEALER DEVELOPMENT  locations while keeping focus on future growth and minimizing complacency in the company. His driver personalicy

MANAGER

keeps everyone on their toes while his outgoing personality allows him to gain the respect needed to steer the culture of
the company away from the single store mentality towards a more corporate structure.

In 2013, Tom started working on the corporate structure of Burnips Equipment by creating several new positions. Tom filled the first position of
Corporate Service Manager overseeing all location service departments. Hiring a CFO followed by Corporate Sales Manager and Corporate Parts
Manager were the next tasks completed. These new roles gave Burnips Equipment the ability to grow while creating uniformity across their stores.

After seventeen years in the service department, Tom moved into his final role as Corporate Sales Manager. He brought new life to the sales team
and helped to bridge the gap between the service, sales, and parts departments. After twenty plus years in the dealership, Tom has moved to the next
chapter in hislife. Takinga role working for NAEDA as a Dealer Development Manager, Tom plans to use his skills alongside NAEDA's to help deal-
ers move forward in an ever more challenging industry.

BIO | Outside of work, Tom spends time with his eight-year-old son, one-year-old daughter, and wife Melinda. Together they enjoy operating a food truck on week-

ends and any project outdoors.

Tom'’s career will be guided by opportunity and challenges. His mativations are fed by frustration and the need for change. You can bet that you won't find Tom among

the complacent.

Amanda Bauman
COMMUNICATIONS
MANAGER & ASSOCIATE
MAGAZINE EDITOR

Born and raised in central Kansas, Amanda Bauman found her initial interests in photography and
storytelling by running around her grandma’s farm taking pictures of horses and barn cats for 4-H.
She then continued her passion through high school and college as part of her school newspapers.
After graduating from Emporia State University with a double major in secondary education English
and journalism, she became a high school journalism and digital media teacher.

Amanda joined the association in April 2023, as the Communications Manager and Associate Maga-
zine Editor. She works to maintain a solid social media presence, sends newsletters and updates, and edits
and contributes to the digital and print version of Equipment Dealer Magazine.

After seven years in the classroom teaching digital media and advising high school yearbook, video pro-
duction and newspaper, Amanda is returning to her roots of sharing stories and informing dealerships of
best practices. “I am beyond excited to use my skills from the classroom to inform dealers of best practices.
There’s nothing I enjoy more than helping people excel and reach their goals, and I feel like I can do that for
our dealers through communications with NAEDA.”

BIO | Amanda and her hushand welcomed their first-born in June and will celebrate their fourth wedding anniversary this fall. She enjoys
spending her free time with her newborn, her husband and her three dogs and cat. If she’s not with them, she can be found running her pho-
tography business and helping capture the memaries and milestones for others.
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Dale Magie was raised on a farm in Butler County, Liberty Twp. Ohio. Dale grew up helping his father on the
farm raising hogs, cattle, and grain crop farming. He attended Lakota High School and participated in 4H, FFA
and played basketball. In 1980, Dale graduated from high school and began farming maintaining a grain crop

‘\ A operation of 600 plus acres. While farming, he also worked part time construction jobs.
/ t il J‘ ﬁ; In 1985, Dale joined his father and purchased a lawn care company. Over the next three years, the lawn care
L business evolved into retail, parts and service of outdoor power equipment including John Deere, Toro, Stihl
Dale W. Magie and other allied lines of equipment. In 2003, Dale became sole owner of the business and built a new facility. He
FIELD SERVICES added a second location in 2010 that included Ace Hardware as well as outdoor power equipment. During this
DIRECTOR time, Dale was involved in Manufacture Dealer Council, Association Regional and National Dealer Counsel until

selling his business in February 2018.

Currently, Dale sits on a bank board and manages the family farms. He also wanted to stay involved in the industry, so Dale joined UEDA, in 2019,
in a part time role as a field services director. He called upon dealers in Ohio, Kentucky, Indiana, and Michigan. In July 2022, UEDA merged with
NAEDA where Dale continued his work moving on to join the Dealer Institute team in April 2023, as a dealer development manager for NAEDA.

“I enjoy the opportunity of visiting and helping dealers, while working with a great team of people. I appreciate helping dealers get answers to their
questions and creating relationships with many great people in the industry.”

BIO | In his free time, Dale enjoys fishing, hunting, camping and various outdoor activities. He lives for catching bigger fish while deep sea fishing and enjoys
spending time with friends and family at cookouts on his back porch where they play cornhole and various yard games. Dale is excited about becoming a grandpa for

the first time this fall.

Kipp McGuire
DIRECTOR OF
GOVERNMENT AFFAIRS

Kipp grew up in the American west - born in Wyoming and graduated high school in Montana. His
family has always made a living in rural communities doing everything from working as hired hands
to appointment as the local water commissioner - his father reminds him often that “whiskeys for
drinking and waters for fighting.”

Kipp McGuire is the director of government affairs for NAEDA. He comes from the consulting world,
where he was an advisor to the U.S. Navy’s Commander of Pacific Fleet as a member of the Commander’s
Action Group and Government Affairs and Outreach teams. Prior to his time as a consultant, he was an
Advance Officer for the Office of the Secretary of Defense, which took him across the globe coordinating na-
tion-to-nation engagements. He has extensive experience in the legislative and policy fields, and has previously
worked for state and federal legislators, as well as an advisor on several political campaigns. His military ser-
vice includes five years enlisted with the Marine Corps and is presently an Intelligence Officer with the Navy
Reserves. He has degrees from the University of Montana and the Institute of World Politics.

BIO | Kipp's wife - Maggie - is an active-duty Officer with the U.S. Marine Corps currently serving as a Congressional Defense
Fellow in Washington, D.C. They have a year and a half old daughter, and she is where most of his attention is focused when not
conducting business for NAEDA or attending to his obligations as a Naval Reserve Officer. ET1
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DEALERS FOUNDATION

KNOWLEDGE,
TRUST, GROWTH
& COMMITMENT.

The future of
education matters.

OUR GOAL - to provide scholarships for the benefit of dealers, employees and the

equipment industry.

Students are the future of our industry’s success - and NAEDA is committed to help members get one step closer to filling
vacancies with the Equipment Dealers Foundation (EDF). Scholarships are awarded annually to students and member
employees interested in pursuing a degree program relative to the equipment industry. From ag economics and business
management to technician training at OSUIT, we're committed to building a prosperous future for the equipment industry.

Tax Benefits for Your Dealership

Tax breaks for charitable giving aren't limited to individuals, your business can benefit as well.
Be a part of the future by including EDF in your charitable contributions.

QUESTIONS? Interested in Corporate Giving [ Donations

and Foundation Sponsorships?
Contact our office for more information at:

TOLL FREE 800.762.5616 PARTNER W"‘H
EMAIL info@naeda.com
VISIT www.equipmentdealersfoundation.org EDF TUDAYI
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VWe look good together.

We're invested in how you look, providing

products and services that enhance your
business image and your bottom line.
That's because if you don't look good, we
don't look good. And when you look good,
customers take notice.

« Customized uniform programs

- Flame Resistant (FR) and visibility garments
- Restroom and facility services

« Industry leading service and value

» 300,000-plus business customers

UniFirst is an Endorsed Vendor for the NAEDA network.

UniFirst

Uniforms Services Solutions

UniFirst.com | 800.934.8641
Alan_Pipe@UniFirst.com




EVENTS

DEALER CONFERENCES S
JANUARY 29 - 31, 2028 W= ==

B
*

ETAILS &REGISTRATID

Join us for the 2024 North American Dealer Conference in Dallas, Texas,

NADC 2024 from January 29 - 31, 2024 at the Renaissance Dallas Hotel.

NADC 2024 kicks off on January 29th with a Cocktail Reception
at 5:30 pm.

With an intensive two-day agenda of learning and networking, this conference
takes the issues you've identified as key, and dives fast and deep to give you
answers. You and your management team will go home informed and inspired to
turn today’s challenges into opportunities.

WARRANTY PROCESSING SERVICES

’b WARRANTY PROCESSING MADE EASY

- 251) 509-6545 | warrantyprocessingservices.com
" Fast (251) | yp g

Warranty Processing Services is a team of administrators with more
than 40 years experience committed to helping businesses process
claims on agriculture, harvesting and construction equipment. We
have a success rate of more than 90 percent when filing claims.

v Take the hassle out of filing warranty claims
v We file 100% of claims received within a few days
v/ Document claim using proven National Process
v Follow up until claim approval
v/ Weekly tracking and management report

Secure

OEAD
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Award-winning service and
customizable solutions, including
strong, simple online trading
technology, access to 145+ currencies,
plus in-country and same day delivery

Take advantage of currency
fluctuations, manage your exposure to
FX volatilty, and execute hedging
solutions

Confidence-inspiring experts to keep
you informed of trends, allowing you to
stay on top of markets

“Cambridge Global Payments” and “AFEX” are trading names that may be used for the international payment solutions and risk management solutions provided by certain affiliated entities using the brand “Corpay”.

Please refer to http://cross-border.corpay.com/brochure-disclaimers for important terms and information.



NAEDA BElENE

JULY 21 | CLAY SHOOT | Powder Creek Shooting Park, Lenexa, KS
AUGUST 10 | CLAY SHOOT | The Cardinal Center, Marengo, OH
AUGUST 25 | GOLF TOURNAMENT | Falcon Lakes Golf Club, Basehor, KS
SEPTEMBER 15 | CLAY SHOOT | Snake Creek Shooting Sports, Beggs, 0K
OCTOBER 6 | CLAY SHOOT | Milford Hills, Johnson Creek, WI

OCTOBER 27 | CLAY SHOOT | Capital City Clays, Austin, TX

For sponsorship and registration information about these events, please contact Jennifer Orr.
TOLL FREE 800.762.5616 | EMAIL jorr@neada.com | VISIT www.equipmentdealersfoundation.org/events

Grandpa’s Farm Coloring Books

To date, NAEDA dealer members have received over 300,000 "Grandpa's Farm" Coloring Books to distribute to
Y . their farmer customers to promote the value of a technician to a farmer's operations. The coloring books are
mmm free, all you pay is shipping - contact our office to place your order. EII

COLORING BOO!

HERE'S WHAT YOU SOLD Equipment Retail Sales In Units AEM?I

DATA PROVIDED BY THE ASSOCIATION OF EQUIPMENT MANUFACTURERS

US. - MAY 2023 MAY Y-T-D MAY MAY 2023
2023 2022 %CHG 2023 2022 %CHG BEGINNING INVENTORY

2WD <40 HP 19,048 19,582 -2.7 68,289 81,258 -16.0 11,075

2WD <100 HP 5,770 5,17 0.9 23,016 25,412 -9.4 37,598

2WD 100+ HP 2,182 1,987 9.8 9,858 9,292 6.1 10,010

TOTAL 2WD FARM TRACTORS 27,000 27,286 -1.0 101,163 115,962 -12.8 158,683

TOTAL 4WD FARM TRACTORS 266 176 511 1,562 1,031 51.5 496

TOTAL FARM TRACTORS 27,266 27,462 -0.7 102,725 116,993 -12.2 159,179
SELF-PROPELLED COMBINES 487 315 54.6 2,565 1,524 68.3 1,626

N

RESOURCES FOR SUCCESSFUL DEALERS magazine DEALER INSTITUTE o 13
EQUIPMENT DEALER CONSULTING ...

EQUIPMENT DEALER FOUNDATION ..o 28
EQUIPMENT DEALER MAGAZINE..... .25
FASTLINE MARKETING GROUP........coouiiiiiirciesceeseeceecees 15

We hope you have found this issue of Equipment Dealer Magazine both
informative and educational. We welcome your feedback and invite you to
submit any ideas you have for upcoming issues. Feel free to contact us at...

FEDERATED INSURANCE .............. .23
N info@naeda.com | www.naeda.com INVEST NORTHERN IRELAND ..o 9
NAEDA www.equipmentdealermagazine.com IRON SOLUTIONS HQ .o 21
PPN RICat) Managing Editor: Joanne Olson NIKKEL IRON WORKS ..o L
RITCHIE BROS. ..o IBC
TRACTOR ZOOM .o
Equipment Dealer Magazine is the official publication of UNIFIRST

the North American Equipment Dealers Association.

WARRANTY PROCESSING SERVICES (WPS)
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DISCOVER THE NEW RITCHIE BROS.

II:'XFS%MB YOU NEED

Multiple

TRANSACTION SOLUTIONS

Comprehensive’

FLEET MANAGEMENT

Industry—leadlng

' MARKET INSIGHTS

Unmatched ,

Innovative tools, services, and
solutions to help you buy, manage,
and sell commercial assets.

RITCHIE BROS.



EQUIPMENT

”e
3C¢ DEALER

CONSULTING, LLC

Free Consultation

THE EXPERTISE YOU NEED
Q) (800) 762-5616
FOR YOUR INDUSTRY eqgdealerconsulting.com

. AUDITS VALUATIONS  “ . TAXES

e Certified Audits e Business Valuations * Income Tax Prep & Consultation
o 401(k)Audits e Valuations for Estate Planning ° Business and/or Individual

e Reviews e Valuations of Goodwill * General Accounting & Consulting
e Compilations e Mergers & Acquisitions

Equipment Dealer Consulting, LLC accountants have more than 60+ years of combined experience
working with farm equipment, construction, industrial, outdoor power equipment, hardware and home
center, and building materials industries. This industry knowledge and experience enables the team to
provide the best possible service and consultation in a more efficient and effective way.



